This study examines what online activities politically interested Internet users regularly engage in and how online activities are linked to motivations for using the Internet. This study found that politically interested web users were motivated to go online for different reasons than the general public and therefore they participated in different activities online. However, only for entertainment sites did audience activity serve as an important intervening variable between gratifications sought and obtained.
T
he emergence of the Internet in recent years has coincided with a renewed interest in "uses and gratifications" theory. The major assumption of this theory-that audiences are goal directed and actively seek out media messages to satisfy specific needs-appears well suited to study a medium with interactive applications such as chat and online polls and where users must actively search for information by employing search engines or by clicking on links.
Several uses and gratifications studies of traditional media have explored the key component of the approach-audience activity-and have concluded that audience activity acts as an intervening variable between gratifications sought and obtained and motivations for using the media, influencing levels of audience activity, which in turn affects the level of gratifications obtained (Lin, 1993 (Lin, , 1996 . But although several Internet researchers have examined uses and gratifications of the Internet as well as what online activities Internet users engage in, only a few studies have explored how motivations for using the Internet influence what online activities people participate in (e.g., Ferguson & Perse, 2000; Lin, 2001a) or conversely how Internet activities predict online gratifications (Charney & Greenberg, 2001; Lin, 2001b) . None has examined whether, like traditional media, Internet activity acts as an intervening level between gratifications sought and obtained.
This study employs an online survey of politically interested Internet users conducted during the 2000 presidential campaign to examine what online activities users regularly engage in and how online activities are linked to motivations for using the Internet. To be more specific, this study examines how well motivations for using the Internet predict online
INTERNET GRATIFICATIONS
The communications field has witnessed an explosion of Internet studies employing the uses and gratifications approach because the medium embodies the principle of an active audience. Television viewing is largely a passive experience; one can "watch" television without paying attention to content (Chaffee & Schleuder, 1986) . However, online technologies such as e-mail, bulletin boards, instant messaging, and chat rooms are interactive applications that require active participation on the part of the audience. Whereas television activity is largely limited to switching the set on and off and flipping through the channels, web surfers can engage in a multitude of activities from creating web sites to buying and selling stocks and downloading music. Similarly, web users must actively search out information when they employ a search engine or click on links (Kaye & Medoff, 2001; Lin & Jeffres, 1998) , which suggests that web users are aware of their needs and are goal directed. Finally, researchers suggest that because of the wide range of material available online, the Internet should be able to satisfy a wide variety of needs (Eighmey, 1997; Kaye, 1998) .
Scholars suggest that functionally similar media may gratify similar needs (Dimmick, Kline, & Stafford, 2000; Kang & Atkin, 1999; , 2003 Lin, 2001a) . Television is structurally similar to the Internet (Kaye & Medoff, 2001 ) and therefore people might be motivated to use the Internet for many of the same reasons they turn on television. Indeed, studies that have examined Internet use in general find that like television, the Internet tends to satisfy entertainment, escape, and social interaction needs (Althaus & Tewksbury, 2000; Charney & Greenberg, 2001; Eighmey, 1997; Ferguson & Perse, 2000; Kang & Atkin, 1999; Kaye, 1998; Lin, 2001a Lin, , 2002 . For instance, when Lin (2001a) subjected 18 reasons for using the Internet to factor analysis, escape and interaction emerged as the major reasons for using the Internet, followed by information learning and entertainment.
Other scholars have argued that although the Internet may resemble television more than other traditional media, the two mediums are hardly identical. Internet users are much more engaged and involved than television users, so relaxation, a primary motivation identified in several television gratification studies, may not be a primary reason for going online (Ferguson & Perse, 2000) . Similarly, the Internet contains several components such as e-mailing and chat rooms that are not functionally equivalent to television. Also, Internet users engage in many activities such as downloading music and software and purchasing airline tickets and other goods that cannot be done with the television. Therefore, several researchers have identified gratifications unique to the Internet. For instance, because of the ease of gathering information and conducting activities such as buying and selling stocks, several scholars have identified convenience as a major motivation for going online (Eighmey, 1997; Korgaonkar & Wolin, 1999; Papacharissi & Rubin, 2000; Rosales, 2001) . Also, although Charney and Greenberg (2001) found that traditional media gratifications such as keeping informed and diversion or entertainment were the major reasons respondents identified for going online, the researchers identified several factors unique to the Internet such as sights and sounds, career information, and coolness. Similarly, LaRose, Mastro, and Eastin (2001), using a social-cognitive approach to uses and gratifications, found that Internet self-efficacy, perceived addiction, activity outcomes, and self-disparagement significantly predicted Internet use.
Knowing what motivates people to use media helps to identify which media they will choose as well as aids in explaining the content of specific media. Different content is related to different reasons for using the media (Perse & Courtright, 1993; Perse & Dunn, 1998) . For instance, whereas television generally serves entertainment and relaxation needs (Perse & Courtright, 1993) , television news satisfies surveillance needs (Rubin & Rubin, 1982; Vincent & Basil, 1997) , and soap operas satisfy social contact needs (Perse & Rubin, 1988; Rubin, 1985) . Similarly, Kaye and Johnson (2003) discovered that politically interested web users primarily used the Internet for guidance and for information seeking or surveillance, whereas entertainment and social utility emerged as weaker motivations for web use.
audience. Individuals seek out media messages to satisfy certain needs, and they are selfaware to know and articulate their reasons for using the media (McLeod & Becker, 1981) . Although later researchers conceded that media use is not always goal directed-some individuals are ritualistic television viewers who watch television out of habit and therefore do not have clear gratification goals (Rubin, 1984) -audience activity remains a central tenet of the approach.
Although many of the earlier uses and gratifications researchers labored to address questions such as the relationship between gratifications sought and obtained and between gratifications and media consumption (Palmgreen, 1984) , some researchers have explored the core concept of uses and gratifications: audience activity. Audience activity has been viewed by scholars as an intervening factor in the uses and gratifications process with gratifications sought influencing the level of audience activity which, in turn, influences the amount of gratifications obtained (Blumler, 1979; Levy, 1983; Lin, 1996) .
But because television is largely a one-way passive medium, scholars were studying activities such as thinking about what to watch, reaction to the content, and discussion about the program, rather than examining the actual link between audience gratifications and behavior with the medium. With the emergence of the remote control device and the VCR, researchers have begun to examine how motivations are connected to actual media behaviors such as channel grazing, zipping through commercials, and taping shows to watch at a later time (Kaye & Sapolsky, 1997; Lin, 1990; Walker, Bellamy, & Truadt, 1993) . The development of the Internet allowed for a direct examination of the relationship between gratifications and audience activities.
INTERNET GRATIFICATIONS AND INTERNET ACTIVITY
The interactive and transactional nature of the Internet has allowed researchers to explore how motivations for going online have influenced Internet activities. Although correlational analysis suggests that most motivations for using the Internet are linked to activities people engage in online, regression analysis indicates that relationships are stronger when the activities and gratifications are similar. For instance, when Ferguson and Perse (2000) correlated reasons for going online to online activities, 21 of 32 relationships were significant, with visiting play, acquisition, and entertainment sites being linked to all four Internet gratifications. On the other hand, when the gratifications were regressed on the web activities, most of the similar relationships remained whereas the dissimilar ones dropped out. For instance, surfing the Internet for social information predicted visiting acquisition and school sites and employing search engines, whereas going online to simply pass time was negatively related to clicking on news sites.
Although several studies indicate that Internet gratifications influence Internet activities, the reverse does not appear to be true. When Lin (2001b) examined how 18 online activities predicted reasons for going online, only 14 of 90 possible relationships proved significant. Charney and Greenberg (2001) found that several online activities predicted Internet gratifications, but the betas were negative. For instance, those using the Internet for learning, reading online news, and accessing product information were less likely to say they used the Internet to keep informed.
No studies could be found that have examined how well the gratifications of politically interested Internet users have predicted online activities, but because these individuals list different types of reasons for going online than the general population (Kaye & Johnson, 2003) , the connections between motivations and going online may be different also. Because politically interested users are more motivated by guidance and by information seeking or surveillance than the general users, the links between information motivations and information sites may be stronger.
INTERNET ACTIVITIES AND EXPERTISE
Studies suggest that those who have used the traditional media extensively over a longer time period have greater media literacy. That is, those with more media experience are better able to gauge what information and sources to trust and understand the impact of media messages (Flanagin & Metzger, 2000; Potter, 1998) . Similarly, scholars argue that digital literacy represents more than the ability to expertly surf the Internet but the ability to critically analyze the information individuals find there (Gilster, 1997) . Although studies of traditional media suggest that both extent and amount of time spent with a medium can boost media literacy, it is not clear that length of time online will lead to digital literacy. First, because the first web browser was invented in the mid-1990s, people's experience with the Internet has been brief. Indeed, when Pew researchers (Horrigan & Rainie, 2002) distinguished between the "long-wired", the mid-ranged, and the newcomers, their "grizzled" long-wireds represented those who had been online for 3 years or more. Also, although television use requires little mastery beyond being able to work a remote, the Internet, which encompasses a range of applications and requires the user to actively search for information, is considerably more complex. Therefore, becoming online literate may be less a matter of how much time one has spent online than how well the individual has mastered the Internet (Johnson & Kaye, in press) . Indeed, some studies suggest that Internet newcomers engage in more online activities than veteran users Pew Research Center, 1999 Wellner, 2001) .
Studies agree that Internet veterans use the Internet differently than newcomers, although there is considerable disagreement in how they differ. For instance, some studies suggest that long-time Internet users spend more time online than newbies because they are better able to travel the Information Superhighway (Cole, 2001; Nie & Ebring, 2000; Rosales, 2001 ). Experienced users have learned what sources to trust for information and have identified effective search strategies so they are less frustrated than newer users and therefore stay online longer (Peterson, 1999) . On the other hand, researchers Horrigan and Rainie (2002) note that time online for veterans has dropped for the same reasons why earlier researchers indicated that time increased: Users have become more efficient and directed in the Internet use and therefore are able to find information more quickly.
Studies also have found that online veterans differ from newcomers in their online activities, although they disagree about the way in which they differ. Some studies suggest that an information-entertainment split exists between new and old users, with new users more likely to go online for social and entertainment purposes whereaslong-time users employ the Internet for research and work (Cole, 2001; Horrigan & Rainie, 2002; Pew Research Center, 1999; Wellner, 2001) . On the other hand, earlier studies by the Pew Research Center suggested that Netizens (veteran Internet users) differ from newcomers in amount of time spent on particular online activities rather than types of activities, with Netizens topping newcomers on nearly all measures (Fox et al., 2001; Howard, Rainie, & Jones, 2001) .
Studies suggest an individual's perceived expertise in using the Internet influences the amount of time he or she spends online (Cole, 2001; Ferguson & Perse, 2000; LaRose et al., 2001 ) but may not influence what type of sites the individual visits (Ferguson & Perse, 2000) . Those who believed they have mastered using the Internet may be more efficient and 308 SOCIAL SCIENCE COMPUTER REVIEW effective in accessing information online than those who are still learning how to use it. Expertise may be largely a function of time spent online; the UCLA Research Report (Cole, 2001) found that whereas 82% of those who have been online 5 or more years rated their Internet abilities as good or excellent, only 40% of those with less than 1 year experience said the same. But although perceived expertise influences how much one goes online, it does not appear to influence the types of activities users engage in. Ferguson and Perse (2000) found that expertise predicted visiting informational activities such as seeking product and current event information, downloading software, and shopping. However, perceived expertise was unrelated to play, work, and school activities.
INTERNET ACTIVITIES AND DEMOGRAPHICS
Earlier studies suggested that online users hardly resembled the general population. Indeed, early web users tended to be White, well-heeled, well-educated men (Graphic, Visualization, & Usability Center [GVU], 1997; Stempel & Hargrove, 1996 ; "Who's Surfing the Net?" 1996). However, recent studies suggest that as more people go online, the portrait of the typical Internet user is looking more and more like the average American. Indeed, studies suggest new online users are more likely to be women, be middle age, and come from lower socioeconomic backgrounds than are more established users (Howard et al., 2001; Nie & Ebring, 2000; Pew Research Center, 1999 . Also, the gap between Whites and minorities seems to be narrowing (Howard et al., 2001; Pew Research Center, 2001) , which suggests that differences between long-time and more recent users in Internet activities may not be simply a function of time online but different characteristics of long-time users.
Two demographic variables, gender and age, stand out in explaining what activities Internet users engage in. Men tend to engage in what Horrigan and Rainie (2002) characterize as serious activities online: getting news, seeking financial information, doing online stock trading, and accessing government web sites. They also are more likely to search for sports news and shop online and to have downloaded a video or audio file. Women are more likely to seek health information, get religious information, research new jobs, make travel arrangements, and play games online (Howard et al., 2001) . Women also are more likely than men to be daily e-mailers and to view keeping in touch with family by e-mail as very useful (Horrigan & Rainie, 2002) . On the other hand, Ferguson and Perse (2000) discovered that gender was the most consistent predictor of types of web sites visited, but in nearly every case women were more likely than men to visit certain sites.
Age also influences what sites one visits. Younger people tend to be more likely to use the Internet for entertainment. They are more likely to communicate with chat rooms or instant messaging, to go online to browse for fun, to download music, or to visit sites devoted to music, books, and other leisure activities. They also are more likely, which is not surprising, to have done school-or work-related research online as well as perform convenience activities such as banking and arranging travel (Howard et al., 2001) .
The relationship between education and online activities is more straightforward. The more educated a person is, the more or likely he will have to engaged in nearly all online activities (Howard et al., 2001) . 
METHOD

Procedure
A survey was posted on the web during the 2 weeks before and the 2 weeks after the 2000 presidential election (October 24 through November 21, 2000). The survey was targeted to politically interested Internet users (those who would be more likely to use online media sources for political purposes) who were reached through announcements to media and politically oriented newsgroups, electronic mailing lists, chat rooms, and web sites, such as The Green Papers (www.thegreenpapers.com) and Rock the Vote (www. rockthevote.org/index2.html), which provided links to the survey on their pages.
1 In addition, the survey site URL was submitted to "SearchEngineSubmitter," which in turn posted the site with 40 search services, such as Alta Vista and Excite.
Generating an online random sample of politically interested online users is very difficult. By its nature, the Internet poses a unique set of problems in guaranteeing a random sample of respondents. Unlike telephone and mail surveys where samples can be produced through census lists and random digit dialing, the web has no central registry of users, and e-mail addresses are so varied that they are virtually impossible to construct randomly. Therefore, this study used a convenience sample of Internet users who were directed to the survey through online announcements and hyperlinks. This study is primarily concerned with the degree to which motivations for using the Internet for political purposes influences the online activities users conduct on a regular basis and the degree to which online activities predict motivations for going online. Therefore, online activities and Internet motivations are analyzed as both dependent and as independent variables.
Online Activities
The list of online activities was adapted from several studies (Nie & Ebring, 2000; Pew Research Center, 2000c; Rosales, 2001) . Respondents were asked to mark which of 22 online activities they engage in on a regular basis (see Figure 1) . 3 Respondents checked "yes" if they conducted an activity and left the item blank if they did not. The items were then factored by principal components analysis with varimax rotation. Items were assigned to a particular factor if the primary loadings were greater than .45 (Stevens, 1986) . Summated indexes of each factor were created and reliabilities of the factors ranged from .41 to .76. If variables loaded on two factors, they were assigned to the factor where they had the highest loading.
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Internet Use Motivations
Motivations for using the web for political information were composed of 22 statements derived from past uses and gratifications studies (Kaye, 1998; McLeod & Becker, 1974 , 1981 . 4 Respondents indicated their level of agreement with the reasons for accessing these Internet components. Possible responses ranged from 1 (strongly disagree) to 5 (strongly agree). The items were then factored by principal components analysis with varimax rotation, and items were assigned to a particular factor using the same criteria as online activities. Reliabilities of the factors for each Internet component ranged from .68 to .94. 
Internet Literacy
Studies (Ferguson & Perse, 2000; Flanagin & Metzger, 2000) have found that perceptions of online expertise influence Internet use, therefore Internet literacy is used as a control variable. Respondents indicated their levels of Internet literacy on a 5-point scale ranging from 1 (not at all literate) to 5 (very literate).
Internet Experience
Internet experience is measured as the number of years respondents have been accessing the Internet and the number of online hours they spend per week for political purposes and for nonpolitical reasons. Respondents were asked to enter in the blank space their best estimate of their years online and weekly online hours.
Data Analyses
In addition to principal components analysis, this study also employed correlation and regression analyses to test the research questions. The five activity factors were correlated with the four motivation factors for web use.
Hierarchical regression was conducted to examine whether motivations for using the Internet predict online activities after controlling for demographics, years online, hours of weekly use, and Internet literacy. The predictors were entered as blocks. Demographic variables (age, income, gender, education) were entered first, followed by Internet experience (years on the Internet, hours per week on web, hours per week on web for nonpolitical reasons), then Internet literacy, and the Internet motivation factors.
Hierarchical regression also was conducted to determine whether online activities predict Internet use motivations after controlling for demographics, years online, hours of weekly use, and Internet literacy. Again, the predictors were entered as blocks using the same procedure except the online activity factors were entered last.
RESULTS
Respondent Profile
This study examines 442 responses 5 from an online survey that looked at online activities and the motivations for using the Internet as a source of political information. Slightly less than 1 out of 5 respondents (17%) have been using the Internet for more than 8 years, with an average of 6.5 years of use overall. Respondents spend an average of 14.3 hours per week on the web; 6 of those hours are spent seeking online political information.
The gender ratio is 66.6% men and 33.3% women, and users range from 14 years to 83 years of age (M = 42.0). Just more than 9 out of 10 (90.9%) are White, just less than 1% (0.8) are Black, and the remaining classified themselves as other non-Whites. Slightly more than 9 out of 10 (93.4%) have some college, a college degree or higher, and almost half (48.1%) fall into a middle income range of $25,000 to 65,000 per year, with about one quarter (23.8%) earning less than $25,000 per year and one quarter (28.1%) earning more than $65,000 per year.
Although this is a convenience sample, demographic comparisons with other Internet surveys, as well as with ones conducted by the traditional method of random telephone calls, 312 SOCIAL SCIENCE COMPUTER REVIEW suggest the sample may be representative of the Internet population at the time of data collection in 2000. 6 
Online Activities
Respondents engage in an average of 9 of the 22 possible online activities, with the most popular being e-mail (86.7%), closely followed by accessing news (83.7%), surfing for interesting sites (63.3%), connecting to bulletin boards and electronic mailing lists (61.1%), and using search services (59.3%). Downloading music and videos, buying and selling stocks, and playing games are the least popular activities and are conducted by less than 15% of the respondents (see Figure 1) .
When the online activities were factored, the results yielded five activity factors with eigenvalues of at least 1: shopping/finance (3.82), information seeking (1.70), recreational social connection (1.48), technical uses (1.31), and media entertainment (1.05). Shopping/ finance accounted for 20.1% of the variability, information seeking for 8.9%, recreational social connection 7.8%, technical uses 6.9%, and media entertainment 5.5%, totaling 50.2% of the variance. Definitions of the five online activity factors are as follows:
1. Shopping/finance: Conducting online business that includes researching and buying consumerand travel-related products, researching investment opportunities, banking, and buying and selling stocks. These activities are serious and thoughtful in nature. 2. Information seeking: Accessing media sites for news, conducting research for school or work, e-mailing friends and family for personal information and news, and checking out the latest information on subscription lists and bulletin boards. These activities can yield light-hearted information or more consequential news. 3. Recreational social connection: Making social connections by participating in online games, instant messaging and chat rooms, and by sending e-greetings. These activities generally serve as a way to make recreational social connections with friends and family and also with strangers. These activities are more social and are for passing time and having fun and less for the purpose of getting information. 4. Technical uses: Creating web pages and online sites, and downloading free software for other technical uses. These activities are purposeful and require Internet expertise and literacy. 5. Media entertainment: Downloading, listening to, and watching online audio and video. Those who engage in these activities preferred being entertained by the media rather than by friends and family and other online users.
Four items-surfing for interesting sites, searching for jobs, using search engines, and participating in online auctions-did not load on any one factor and were thus excluded from analysis (see Table 1 ).
Motivations for Using the Web
The second research question examines the reasons why individuals access the web for political information. Factor analysis revealed the following four motivations for obtaining political information from the web: guidance, entertainment/social utility, convenience, and information seeking.
7 Each factor had an eigenvalue of at least 1 (guidance = 6.0, entertainment/social utility = 2.3, convenience = 1.7, information seeking = 1.5). Guidance accounted for 27.2% of the variability, entertainment/social utility for 10.7%, convenience for 7.6%, and information seeking 6.7%, totaling 52.2% of the variance (see Table 2 ).
Each web use motivational factor is defined as follows:
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1. Guidance: Individuals who are looking for political advice and are generally interested in accessing information to guide their voting decisions. 2. Entertainment/social utility: Individuals seeking entertaining political information for relaxation and amusement purposes and using the web to reinforce decisions and arm individuals with information to use in discussions with others. 3. Convenience: Seeking political information from online sources because it is convenient and easier to do so than turning to traditional sources. 4. Information seeking: Information seeking is a more purposeful activity than guidance and is defined as actively searching out specific political information and for keeping an eye on the political landscape.
Online Activities and Web Use Motivations
The third research question addresses the relationships between online activities and Internet use motivations. Online activities were correlated with motivations for using the web. Web use motivations have 5 significant correlations out of a possible 20 (see Table 3 ).
Using the web for political entertainment/social utility reasons is the strongest web use correlate and is positively and significantly associated with online media entertainment activities (r = .22, p < .001). Entertainment motives are directly related to entertainment activities. Using the web for political guidance is positively and significantly related to shopping/finance activities (r = .12, p < .05). Respondents who look for political guidance on the web also look for consumer product and financial guidance. The technical uses activity fac-314 SOCIAL SCIENCE COMPUTER REVIEW tor is significantly and positively associated with using the web for guidance (r = .14, p < .01), convenience (r = .11, p < .05), and information seeking motives (r = .11, p < .05). Users who are more technically adept and enjoy the utility of the Internet are motivated to go online for political guidance, convenience, and information seeking reasons but not for entertainment/social utility (see Table 3 ). Overall, 15 of 52 possible correlations were significant. Education was positively and significantly linked to all four gratifications. Individuals with higher levels of education are motivated to use the web for political guidance, for entertainment/social reasons, to seek political information, and for convenience (see Table 3 ). Younger individuals are motivated by guidance and entertainment/social utility reasons. Although number of hours spent online was positively related to using the web for guidance and entertainment/social utility, being online for shorter periods of time is linked with entertainment/social utility motivations. 
Predictors of Online Activities
The fourth research question addresses whether motivations for going online for political purposes predict online activities after controlling for demographics, number of years online, hours per week online, and Internet literacy. Regression analyses reveal that three out of four web use motivations predict at least one online activity. Online activities also are predicted by years online, hours of weekly use, Internet literacy, and demographic characteristics. To simplify the tables, only the last stage of the hierarchical regression is reported. Also, to save space, nonsignificant measures were dropped.
Web Predictors of Online Activities
Shopping/finance activities. Using the web for political guidance is a significant and positive predictor of online shopping/finance activities (β = .15, p < .05). People who seek political guidance online also seek guidance concerning consumer products and finance. These same individuals, however, are less likely to engage in information seeking activities such as researching for school or work, accessing news sites, participating in electronic mailing lists or bulletin boards, and e-mailing friends (β = -.14, p < .05) (see Table 4 ).
The longer politically interested individuals have been connecting online and the higher they rate themselves in Internet literacy, the more likely they are to engage in shopping/ finance activities (β = .13, p < .05; β = .13, p < .05, respectively) (see Table 4 ). Income is also a strong positive predictor of connecting to the web for shopping and finance (β = .44, p < .001). Individuals who are Internet literate and who have been accessing the web for a number of years and have high incomes and seek political guidance online are the most likely to seek shopping/financial guidance and engage in those activities (see Table 4 ).
Technical activities. Connecting to the web for politically entertaining/social utility reasons is a significant and negative predictor of engaging technical activities (β = -.13, p < .05). Politically interested Internet users who desire entertainment and social connections are not likely to create web pages or download software. These individuals seek light content and are 316 SOCIAL SCIENCE COMPUTER REVIEW not involved with the technical aspects of the Internet. However, Internet literacy and hours spent on the web for nonpolitical purposes positively predict using the web for technical reasons (β = .35, p < .001; β = .17, p < .01, respectively) with gender as a negative predictor (β = -.22, p < .001). Users, especially men, who consider themselves highly Internet literate and who spent a long number of hours online regularly engage in technical activities (see Table 4 ).
Media entertainment activities.
Accessing the web for politically entertaining and social utility reasons significantly and positively predicts engaging in other entertaining online activities (β = .14, p < .05). Those who seek political entertainment also seek and conduct other entertaining activities while online. Gender (β = -.14, p < .05) and age (β = -.16, p < .05) also are significant but negative predictors of media entertainment. Young men who access the web for political entertainment and social utility reasons are more likely to download, listen, and watch online music and videos (see Table 4 ).
Recreational social connection and information seeking activities. None of the web use motivations, Internet experience, or Internet literacy variables predict engaging in recreational social connection or information seeking activities. Recreational social connection uses are predicted only by income (β = .15, p < .05) (see Table 4 ).
Predictors of Motivations for Using the Internet for Political Purposes
The fifth research question asks whether the online activities users regularly engage in predict the motivations for going online for political purposes after controlling for demographics, number of years online, hours per week online, and Internet literacy. Regression analyses show that three out of five online activity factors predict motivations for using the web for political knowledge. The information seeking activity factor and recreational social connection do not predict any Internet use motivations (see Table 5 ).
Guidance. Engaging in shopping/finance activities significantly and positively predicts using the web for political guidance (β = .18, p < .05). Respondents who seek consumer product information and financial and investment advice and who purchase goods and services online also turn to the web when they need political advice and guidance. Education is also a positive predictor (β = .24, p < .01). Higher educated individuals are likely to seek political guidance from the web.
Entertainment/social utility. Linking to the web for political entertainment and social utility reasons is significantly and positively predicted by engaging in other online entertainment activities (β = .15, p < .05) but negatively predicted by technical activities (β = -.14, p < .05). Although education is a positive predictor (β = .20, p < .01), age is a negative predictor (β = -.18, p < .01). Younger, educated, politically interested respondents who spend their time downloading and listening to online music and watching online videos also seek political entertainment from the web. However, users who are more technically inclined do not seek light-hearted entertainment fare.
Convenience and information seeking. Being motivated to seek political information from the web because it is convenient is significantly and negatively predicted by the number of years online (β = -.15, p < .05). The longer someone has been online, the less likely they are to turn to the web just because it is convenient but presumably because they have developed through experience other reasons for going online. Education is also a positive predictor of convenience (β = .21, p < .01) and information seeking (β = .22, p < .01). None of the online activity factors predict using the web for convenience or information seeking purposes. 
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DISCUSSION
The major assumption underlying the uses and gratifications theory is that audiences are goal directed and actively seek out media messages to satisfy specific needs. Several uses and gratifications studies of traditional media have explored audience activity and have concluded that audience activity acts as an intervening variable between gratifications sought and obtained with motivations for using the media influencing levels of audience activity, which, in turn, affects the level of gratifications obtained. But although several researchers have examined uses and gratifications of the Internet as well as what online activities Internet users engage in, not one can be found that has examined whether, like traditional media, Internet activity acts as an intervening level between gratifications sought and obtained.
This study explored what online activities users regularly engage in and how online activities were linked to motivations for using the Internet. To be more specific, this study examined how well motivations for using the Internet predict online activities and, in turn, how well online activities predict Internet gratifications after controlling for demographics, time spent online, and level of perceived Internet expertise.
Although e-mail emerged as the most popular Internet application in this study, as it has in previous ones, this study of politically interested Internet user found a different pattern of use than previous studies. Because entertainment is a major reason general users go online (Althaus & Tewksbury, 2000; Charney & Greenberg, 2001; Ferguson & Perse, 2000; Lin, 2001b) , it is not surprising that entertainment sites, such as for getting hobby information, appears high on the lists of activities they engage in (Horrigan & Rainie, 2002; Nie & Ebring, 2000; Shah et al., 2001) . However, this group of politically interested Internet users relies on the web mainly for guidance, and this is reflected in the activities they engage in. Accessing news rates just below e-mail on the list of activities respondents participate in, followed by surfing for interesting sites, accessing bulletin boards and lists, and using search services and researching for work and school. Entertainment activities such as playing games and downloading music and videos appear at the bottom of the list. Differences in activities between different groups may reflect a different set of priorities in life (Rosales, 2001 ) as well as different lifestyles and media consumption patterns (Rubin, 1985) . The politically interested user, then, has different motivations than the average user for going online, which may explain, in part, differences in what activities they engage in.
Past studies suggest that motivations for using the Internet do not discriminate well in determining what sites people will visit; correlations were significant whether relationships were conceptually linked or not. For instance, Ferguson and Perse (2000) discovered that four of their online activities-play, acquisition, school, and entertainment sites-were linked to all four Internet gratifications: entertainment, passing time, relaxation, and social information. This study found fewer significant correlations, but those that were significant tended to be linked logically. Entertainment motivations for using the web were correlated with visiting entertainment sites; indeed, this was the strongest correlation. Similarly, those who use the Internet to download software and build web pages were attracted by its convenience and information seeking abilities. Not all correlations make intuitive sense-for instance, voter guidance was correlated with technical uses of the Internet-but to a large degree motivations tend to be linked to types of sites an individual visits.
Past studies of traditional media have discovered that audience activity serves as an intervening variable in the relationship between gratifications sought and obtained (Lin, 1993 (Lin, , 1996 . This study failed to find a strong relationship between audience activity and motivations. In only 4 of 20 cases did motivations predict Internet activities, and activities did not do any better to explain subsequent gratifications obtained. Although politically interested Internet users may engage in more informational than entertainment activities online, entertainment gratifications were more strongly linked to Internet activities. Going online for fun and to get ammunition to use in discussion with others predicted visiting entertainment web sites and was a negative predictor of technical uses of the Internet.
On the other hand, being motivated by guidance, convenience, or information seeking had little influence on what sites respondents visited. Those who turn to the web for voter guidance also use it for financial guidance, but surprisingly information seeking motivations negatively predicted using the Internet for shopping/finance activities such as checking stocks and investments, booking travel arrangements, and researching consumer products. Convenience has been touted as a major reason individuals go online because the Internet allows people to keep in contact with friends and associates much more cheaply and efficiently than other media sources; it is a one-stop shopping source for information and people can save time by conducting business online (Korgaonkar & Wolin, 1999; Papacharissi & Rubin, 2000; Rosales, 2001) . But although the convenience of the Internet might motivate people to go online, convenience does not predict visiting particular sites.
Just as entertainment motivations were the strongest predictors of Internet activities, visiting entertainment sites most influenced gratifications obtained. Downloading and listening to music and downloading and watching videos negatively predicted entertainment and social utility gratifications for the web. Similarly, engaging in entertainment activities led to satisfying entertainment and social connection needs. Links between informational activities and gratifications were nearly nonexistent. Only one relationship was significant. Visiting shopping financial sites on the web led to gratifying guidance motivations. These results partially support Ferguson and Perse (2000) , who found that play activities (e.g., using the Internet to browse, for entertainment, to kill time, and to play around with multimedia) posted the strongest correlations with web motivations.
Although this study failed to find many links between Internet activities and gratifications, other variables did not fare much better. For instance, the UCLA researchers argued that Internet experience represented a great digital divide. Veteran Internet users differ from newcomers in amount of time they spend online (Fox et al., 2001; Howard et al., 2001 ) and what activities they engage in (Cole, 2001; Horrigan & Rainie, 2002; Pew Research Center, 1999; Wellner, 2001 ).
This study used three different measures of Internet experience: years online, hours per week looking for political material, and hours per week looking for nonpolitical material. None of the experience measures consistently predicted either online activities or Internet motivations. In seven of the eight significant relationships, however, increased Internet use predicted online activities or motivations. Long-time users employ the Internet for more serious activities such as information seeking, technical uses, and shopping and finance, which would support earlier studies. On the other hand, years online positively predicted entertainment motives, which would run counter to studies that said newcomers were more motivated to surf the web for entertainment (Cole, 2001; Horrigan & Rainie, 2002; Pew Research Center, 1999; Wellner, 2001) . Years online may have had limited influence on Internet activities and motivations because respondents in this study were an experienced group. Although the Internet first caught the public's attention in the mid-1990s with the advent of web browsers such as Mosaic, 17% of the respondents said they had been online for 8 or more years. On the other hand, only 2.2% had been online for a year or less. This study did not find the stark differences between veterans and newcomers that others have because few of the respondents in this studies were new users.
Past studies have suggested that an individual's perceived Internet expertise influences amount of time an individual spends on the Internet (Cole, 2001; Ferguson & Perse, 2000; LaRose et al., 2001) but not what sites one visits (Ferguson & Perse, 2000) . This study also found that Internet literacy had little influence on what sites one visited and even less on gratifications obtained from the Internet. Internet expertise may have had so little influence on activities and motivations because these veteran users perceive themselves as highly literate; nearly 9 of 10 (88.1%) judged themselves as Internet literate or very literate. Scores for Internet literacy were so skewed that the variable had little ability to influence Internet activities and motivations. However, perceived expertise did influence visiting shopping/financial and technical sites. Activities such as booking travel arrangements, banking and bill paying online, and creating web sites may be perceived as more challenging that other activities on the list and therefore may require additional expertise.
Three demographic variables-gender, age, and education-have emerged as predictors of online activities. Men and older individuals tend to engage in serious activities online: getting news, seeking financial information and doing online stock trading, and accessing government web sites. This study found few significant relationships between gender and age and Internet activities and motivations. However, the few results that were significant were in line with past studies (Horrigan & Rainie, 2002; Howard et al., 2001) . For instance, the young were more likely to go to the web to gratify entertainment and social utility needs, and they visited more entertainment sites. Similarly, women were less likely than men to engage in technical activities such as constructing web pages and downloading free software.
Past research indicates that higher levels of education are correlated with a greater number of online activities (Howard et al., 2001 ) and reliance on the Internet (Johnson & Kaye, in press) . In this study, education did not influence what Internet activities an individual engaged in but it was the strongest predictor of motivations for using the Internet. Education may influence Internet motivations because those with higher education may have easier access to the Internet from school and work and thus use it more often.
Income was the only other consistent predictor of Internet activities. It is not surprising that those with high incomes participated in the shopping and financial activities that require larger cash reserves than the other activities.
Studies of traditional media found audience activity served as an important intervening variable between gratifications sought and obtained (Lin, 1993 (Lin, , 1996 . This study found that audience activity had little influence on gratifications sought and obtained from the Internet, except for entertainment activities, even though the Internet is a much more interactive medium than television and other traditional media. The weak relationship between Internet audience activity and gratifications sought and obtained may have resulted from weak measures of Internet activity. The Internet activity variable was a dichotomous measure borrowed from earlier studies (e.g., Nie & Ebring, 2000; Pew Research Center, 2000c; Rosales, 2001 ) that asked whether politically interested web users engaged in the activities on a regular basis rather than asking to what degree do people visit certain sites as did Ferguson and Perse (2000) . If respondents were asked to what extent they engaged in certain activities, Internet activity may have proven a stronger predictor of online gratifications. Also, although this study explored political reasons for going online, such as voter guidance, it employed general reasons for going online such as e-mailing friends, colleagues, and family and researching consumer projects. Perhaps if this study focused on political activities online, such as accessing campaign information from media and candidate sites, the link between online activities and motivations would have been stronger. This study found that politically interested web users were motivated to go online for different reasons than the general public and students, and therefore they participated in differ-
